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Avocado study 


Awareness/trial/reinforcement theory (ATR) 


Bayesian approach 
Beer survey 


Behaviour/attitude relationship 
see also under attitudes 


Beliefs/intentions study 
Biecheler, André 


Brand 
attributes 
choice behaviour 
loyalty 
penetration 
recall 
switching 
see also under private brands 


Business Readership Survey 
Burt-Tucker-Wrigley-Neuhaus 

Butler and Stokes panel study 

Butter market 

Buyer behaviour see consumer behaviour 


Buying intentions 


Canada, grocery market in 
Canonical correlation 


CANONA 


Car ownership forecasting 
see also under automobile 


Cereal study 
Children, advertising to 


Choice mechanism model 
see also under brand choice 


Clucas ad theory 
Cluster analysis 
Coding 


Coffee survey 
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Coleman data 2059 


Competitive 
interaction 2119 
market behaviour 2120 


Concept testing 2076 
Conjoint measurement 2073, 2074 
Consistency restoration 2075 
Construct validity 2101 


Consumer 
attitudes see also under attitudes 2071 
behaviour see also under behaviour and brand choice behaviour 2082, 2083, 2088, 2089, 
2091, 2093, 2095, 2096, 


2097, 2115 
decision nets 2055 


dissonance 2071 
economics 2099 
expectations 2099 
preference prediction 2060 


Credit terms 2076 
Cue model 2070 


Decision net models 2055 
Determinant attributes 2080 
Diary technique 2048 
Discriminant analysis 2057 
Distribution channels 2148 
Doctors, communication behaviour of 2128 
Dulany theory 2078 
Durable buying behaviour 2096 


Ecological concern index 2100 


Editing of survey data 2043 


Entropy model 2090 


Error 
respondent 2047 


survey 2043 
ESTMAT program 2043 


Expenditure data 2048 
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Factor analysis 
see also linear factor analysis 


FAITH models 
Family 


financial officer 
purchasing behaviour 


Fishbein models 


France, advertising research in 


Franchising 


Frequency expressions 


Gas industry research 
Graph theory 


Group discussions, industrial 


Hendry model 
Hierarchy model of effects 


Husband/wife influence 


Independence test 
INDSCAL 


Industrial market research 


Information 
channel models 
load 
processing 
search 


Innovators, male 

Institutional markets 
Intention/behaviour relationship 
Interaction 


Interviewers 
as coders of occupation 
respondent race interaction 


Israeli media 


2057, 


2097, 
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2140, 2141, 2142, 
2144, 2145, 


2085, 
2098, 


2107 


2054 


2097 
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2079 
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2089 
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2062 
2057 
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2081 
2117 
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2078 
2051 


2042 
2041 
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Ketchup market 2083 


Lazarsfeld data 2059 
Leisure study 2069 
Life style segmentation 2105 
Likert scales 2065 
Linear 

attitude models 2146 


factor analysis 2058 
learning model 2091 


Linearity index 2077 
LINMAP 2149 
Logistic curve approach 2064 


Lost-letter technique 2039 


Magnitude estimation 2066 
Mail surveys see postal surveys 
Male innovator behaviour 2103 
MANOVA 2113 
Margarine studies 2081 
Marital roles in purchasing 2098 
Market 

response functions 2056 


segmentation 2105 
share prediction 2094 


Martini advertising 2111 
Mathematical programming models 2060 
MCA program 2100 
MDPREF program 2057 
Media exposure 2121 
Minority sampling 2031 
Monadic tests 2067 


Monetary inducements in mail surveys 2032, 2035 


Morgensztern, Armand 2107 


Multidimensional scaling 2057, 2058 





Multivariate 
analysis of variance 
statistics 


National Travel Survey 


New 
brands 
product development 
users 


Noise research 
Non-discriminators 
Nonparametric tests 
NRS name bank 


Occupation, coding of 
Olson’s cue model 
One-interview studies 
Opinion leadership 
Order effect 


Package tour market study 
Paired comparisons 

Palda’s cumulative ad model 
Panel attrition 

Panels 

Paper towel study 

Pattern analysis 

Penetration 


Peninou, Georges 


Perceived product quality 


Perception 

Personalisation in mail surveys 
Petrol market 

Point of sale surveys 


Post purchase attitudes 
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Postage variables in mail surveys 2033, 2034 


Postal surveys 2032, 2033, 2034, 2035 
2036, 2037, 2038 


Poster advertising 2131 
Power dimension in distribution 2147, 2148 
Preface model 2123 


Preference 
analysis 2057 
data 2069 
prediction 2060 
testing 2049, 2050, 2051 


Presence in TV planning 2122 
Presidential election panel 2061 


Price 
perception 2070 
promotion model 2063 
/quality relationship 2072, 2152 
stimuli 2091 


Priority research techniques 2135 
see also Trade-off model 


Private label brands 2063, 2081, 2136 


Product 
evaluation 2070, 2071, 2072 
perception, managerial 2139 


testing 2049, 2050, 2051, 2052 


Propositional control theory 2078 


Psychology and consumer economics 2099 
Public transport research 2135 
Purchase probabilities 2095, 2096 
Pythagoras theorem 2079 


Quantitative models, analysing 2054 


Race, interviewer/respondent interaction 2041 


Rating scales see also scaling 2049, 2065, 2066, 2067 
2068, 2069, 2148 


Readership 2107, 2125, 2126 
Recall 2107, 2112 





Red Cross 

Regression analysis 
Repeat buying 
Repetitive advertising 


Respondents 
error 
undecided 


Response 
bias 
rates in mail surveys 


random 
validity 


Retail 
credit terms 
displays 
research 


Risk 
Rokeach value scales 
Rosenberg model 


Round robin testing 


Salary, reporting of 
Sampling 
of minorities 
snowball technique 


Scaling see also rating scales 


Scouring pad study 
Self-service petrol buying 
Semantic differential 


Semiological analysis 


Signalisation at garages 


Similarity judgements 
Situational effects 
Smoking study 

Snack food study 
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Activities interests and opinions (AIO) 
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SEXY 
women in 


Advertising 
communication 
consumer attitudes to 
effects, duration of 
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promotions 
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Aluminium foil study 
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Automobile study 


Australia, soap market in 


Banking study 


Behaviour models see also consumer behaviour 


Beer study 
Belief 


importance 
models 


Benefit segmentation 
Bernoulli model 
Birth control study 
Biscuit study 
Brand 
attributes 
choice models 
inter-, competition 
loyalty 
preference 
purchase behaviour see also consumer behaviour 
rating scales 
switching 
Brandaid model 
Bread study 


Bureau of Economic Analysis 


Bureaucrats, interviewing of 


Canada, travel research in 
Canned meat spread study 


Car study 
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Catalogue buying behaviour 2215 
Category width 2287 
Children’s reaction to TV advertising 2234 
Chilli study 2257 
Choice making studies see also consumer behaviour Zi12, 2201, Bans 
City shoppers 2224 


Classification procedures, bias of 2168 
Cluster analysis 2187, 2221 


Coffee study 2210, 2248 
Cola study 2210 
Colour TV study 2233 


Communication 
response see also advertising communication 2243 
structure 2226 


COMP model 2281 
Complimentarity model 2182 


Consumer 


behaviour see also behaviour models 2180, 2202, 2203, 2204, 2206 


2207, 2216, 2219 
dissatisfaction 2217 


purchase expectations 2214 
socialization 2218 


Consumerism faci, 2277 
Contingency tables 2171 
Control group ‘drop-outs’ 2231 
Copy testing research 2230 


Cost effectiveness of mr 2280 


Credit usage 2171 
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Decision 


making 2193, 2225 
nets 2193 


Delphi estimation techniques 2225 


Dessert study 2175, 2182 


Diffusion theory 2286 
Direct mail 2249 
Distance model 2199 
Doctor prescribing behaviour 2200 
Dog food study 2281 
Dulany theory 2195 


Durable purchasing behaviour 2205, 2214, 2282 


Eating behaviour 2263, 2258 
Ecology study 2197 
Economic models 2185, 2212 
Edwards personal preference schedule 2216 
Electric blender study 2282 
Entertainment activities study 2203 
Entropy 2206 
Esso Tiger campaign 2229 
European banking study 2265 


Expectancy value model 2199, 2200 


Facet design technique 2181 


Factor analysis 2188, 2189 





Subject 
Family planning 
Family purchasing roles 
Fear appeals 
Fishbein model 
Food preferences 
Forecasting 
Frequency 
estimation 
responses 
France, mr in 


Fruit study 


Fuel study 


Gasoline study 
German attitudes to advertising 
Gestalt psychology 
Grape beverage study 
Grocery 
product innovators 


purchases 


Guttman scalogram analysis 


Haire’s shopping list 
Hand delivery of questionnaires 


Hendrodynamics 
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Hendry brand switching co-efficient 
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Home 
buying study 2209 
heating study 2184 


Howard-Sheth model 2204 


Importances 2196 
INDSCAL model 2186 


Industrial 
buyer behaviour 2270 
marketing research 2266, 2267, 2268, 2269, 2270 


Information 
diffusion 2249 
flow 2226 
gathering 2205, 2283 
overload hypothesis 2201 
processing 2193, 2194 


Innovators 2283, 2284, 2285, 2286 
Intentions 2195, 2196, 2200, 2223 
Interest 2226, 2232 
International research 2269 
Interpersonal relationships 2217 


Interviews 
demoscopic 2164 
difficult 2165 
individual 2164 
refusals in 2155 
setting of 2165 


Interviewers 
circular letters to 2164 
morale of 2164 
network 2164 
quality of 2155 
role of 2165 


Interviewing, industrial mr 2268 


Investment behaviour models 2185 
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IO Social Preference scale 2984 


Ipsative scales 2216 


Item utility 2182, 2207 


Judgment tasks 2225 


Least squares approach 2173 
Life style 2220, 2221, 2222 
Light viewers 2244 
Likert scaling 2238 
Linear 
additive model 2176 
learning model 2211 


Local government research 2253 


Low-income consumers 2213 


McGraw-Hill anticipatory data 2185 


Mail survey response rates 2158, 2159, 2160, 2161, 2162 
Margarine study 2175 


Market segmentation 2179, 2183, 2202, 2212 
Marketing Advertising Patterns (MAP) 2247 


Marketing 
decision making 2225 
research 

attitudes to 2226, 2227, 2228 
& the decision maker 2275 
ethics in 2278 
in France 2274 


future of 22/l, Zale 
in organisations 2273, 2274 


stimuli 2186, 2187 
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Markov process 2184, 2202 


Matched pair designs 2174 
Mechano-content analysis 2242 


Media 


effects 2240, 2243 
research see also TV advertising research, 2245 


advertising communication 
Menu study 2182 
Metheringham formula 2245 
Modal 2 formula 2245 


Modelling see also under names of models eg ARIMA 2176, 2177, 2178, 2180 
2181, 2182, 2183 


MULTIPLOT 2187 


Multi- 
attribute models 2196 
brand models 2196 
dimensional scaling (MDS) 2186, 2187, 2188, 2189 
factor choices 2172 


Multiple 
choice questionnaires 2167 
response questionnaires 2192 


Multiplicative competitive interaction model (MCI) 2173, 2251 


Multivariate probit analysis 2193 


Need-press model 2199 


New product development 2176, 2183, 2279, 2280 
2281, 2282, 2283, 2284 
2286, 2287 


NEWS model 2281 
‘Nice lady’ bias 2279 
NOMMAD model 2281 
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Subject Abstract No 
Non response 2156, 2157 


Numerical taxonomic analysis 2205 


Office equipment market 2176 
Oligopolistic market 2261 
Omega statistic 2157 
Open-ended 
questions 2167 
situations 2252 
techniques 2166 
Opinion 
leadership 2226, 2249 
polls 2250 


Ordering theory 2188 


Packaging information 2201 
Paired comparisons 2175, 2210 


Panels 2250 
Parameter estimation techniques 2173 
Pea study 2257 
Perception 2198 
PERCEPTOR model 2178, 2281 
Personal 

norm 2195 

probability simulation 2245 
Personalisation in mail surveys 2158, 2159, 2161 


Personality research 2216 


Petrol study 2211, 2239 


Plotting procedures 2187 
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Political polling 2250 
Polling constituencies 2153 
Population 


census 2153 
prediction 2169 


Positioning effects 2167 
Postage combinations in mail surveys 2162 
Postal surveys see mail surveys 


Poster study 2242 


Precoding of mail questionnaires 2160 


Preference 
distributions 2175 


models 2199, 2200 


PREP (Predictive Recall & Effectiveness Potential) 2230 


Pre-purchase information gathering 2205 


Pricing 2183, 2211, 2257, 2280 
research 2210 


Print media communication 2240, 2243 


Product 


attribute analysis 2193, 2194, 2198 
mapping 2207 
perceptions 2207 


testing 2175 
usage segmentation 2221 


Projective techniques 2166 
Promotions 2248, 2260 
Propositional control 2195 
Public policy research 2252 


Purchasing behaviour see consumer behaviour 
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Purchasing 
patterns 2235 
roles 2208 


Questionnaire colour 2161 


Random digit dialling 2154 


Recall 
advertising 
on-air 


2241 
2230 


Reach estimation 


2245 


Recruitment, of sample 


2222 


Referral system of recruitment 2222 


Refusal rates 


2155 


Repeat buying 2206 


Repeated surveys 2170 

Response 
categories 
rates 


2192 
2155, 2156 
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